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When organizing the environment which surrounds a company in our country, the maturation in 
the market is intensifying competition more and it has the problem to be common that a company 
has difficulty in making differentiation of the price competitiveness, the products or the services. 
To have such a problem, for the company to survive in the severe business environment, I think 
that to do the long-range maintenance of the ranging relation is very important with the existence 
customer. 
For its purpose, it has understanding that the research about the customer relationship 
management (CRM) which is one of marketing methods to think much of the long-range business 
connections, market share is necessary. 
CRM is the management technique to secure a profit with continuous company after building up 
the long-range and good relation with the customer, aiming at the relationship with the customer 
Because consumers take the lead in the market nowadays, the importance of the management of 
CRM is increasingly rising more in a wide range of companies regardless of the business status. 
In the banks, too, the efforts to build CRM of these several years are moving ahead leaping-ly. 
Therefore, in this research, it considers CRM strategy in the banks which thinks much of the 
retail from the hearing survey to the bank, an actual condition survey, a system survey by the 
questionnaire and the case study of the latest IT introduction. 
The use expansion of the system which had the latest CRM feature as a result of the 
investigation this time, too, goes into full swing already. 
Also, as for importance of the definition of the mission, the fair evaluation, the staff 
consciousness improvement, it was made to re-recognize once more. 
It concentrates information about the ATM and on all customer points of contact from the 
operator in the teller and the call center in addition to the staff and the manager in the branch and 
then the Internet banking and it is sharing and the one to utilize. 
The new usage example of this realistic CRM system is in that there are many banks where the 
effective use of the system doesn't move ahead readily after introduction and in the future, it will 
attract big public attention. 
